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F A C T O R S A F F E C ™ G C O N S U M E R S , 
• E N T I O N T O B U Y 
m m X E R N E T A D V E R T I S E ^ ^ G 
Terence Ng, Wilson Ho 
ABSTRACT. More and more marketers starts using Litemet as advertising media 
because ofthe relatively low cost and wide reach of audience. One of the problems is 
to know are the factors affecting consumers' responses towards Internet advertising in 
order to create appropriate copy. The objective of this study is to propose and 
empirically test factors affecting consumers' responses (ad cognition, brand cognition, 
attitude towards the ad, attitude towards the brand and intention to buy) and the causal 
relationship among consumers' responses. To achieve this objective, a 2 x 2 x 2 (high 
involvement versus low involvement, animation versus no animation, and image copy 
versus informative copy) experiment was conducted. Data collected were analyzed 
by MANOVA and path analysis. Results showed that high involvement has positive 
impact on attitude towards the brand and intention to buy but has negative impact on 
the perceived quality of the product. Animation, on the other hand, has positive 
impacts on attention catching, entertainment, attitude towards the ad and intention to 
buy but has negative impact on perceived price. Finally, for type of copy, it was 
found that image copy has a positive impact on perceived image, while informative 
copy has a positive impact on attention catching and informativeness ofthe ad. 
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Results from path analysis also showed that intention to buy is positively 
affected by attitude towards the brand and attention towards the ad. Attitude towards 
the brand, in tum, is positively affected by the attitude towards the ad. And, the 
attitude towards the ad is positively affected by the perceived quality of the product. 




Commercial Usage of the Internet 
The commercial applications of the Internet become more and more popular. 
Most companies, especially those in developed countries, have their own home pages. 
The Memet provides worldwide, low cost communication channel for companies. 
Besides, the growth rate ofthe Litemet is remarkable. Network Wizards DNS survey 
(jput out by the Litemet Society) reports that in the last quarter of 1994, the Lntemet 
experienced its largest growth in recent history: a rate of 26% to 4.851 million hosts 
in more than 200 countries worldwide. Three interesting statistics about the Internet: 
• Litemet growth is estimated to be close to 10% a month 
• Growth of the commercial sector has been increasing by 10 to 13% a month 
• It is estimated that there will be 10 million hosts by the end of 1997 
The commercial sector of the Memet (both .com and .net domains) is currently 
growing faster than any other sector. Four years ago, .com became the sector with the 
most domain names; now it is estimated that more than 70% of the domain names by 
1997. According to a survey conducted by the Maloff Co., the Internet access 
marketplace alone in the United States now exceeds $1 billion in annual revenues. 
The data shown in Figure 1，extrapolated from InterNIC and other data, compares the 
relative size ofthe commercial domain with government/military, education/research, 
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and organizationaVnetwork domain registrations. This distribution continues to 
change each month, swinging towards the commercial domain. 
FIGURE 1. RELATIVE SIZES OF INTERNET DOMAINS 
Organization/Net Government/Military 
Education/Research 11% 17% 




Ln June 1993, there were close to 130 Web servers, but by November 1994， 
there were nearly 9,000 servers. According to Sun Microsystems (reported in 
Business Week, 27/Feb/95), estimates were 27,000 to 30,000 sites, and the number is 
doubling every 53 days. Following is a humorous site concerning all the various 
Internet traffic and demographic data: 
http://gnn.comy^news/feature/inet-demo/net.measure.html 
Benefits from business on the Internet: 
• Global communication 
• Corporate logistics 
• Competitive advantage 
• Information resources 
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• Customer feedback and support 
• Marketing and sales 
• Collaboration and development 
• Vendor support and networking 
Internet as Advertising Medium 
Most ofthe largest companies now have a presence on the WWW or plan one 
in the near future. The list includes consumer-product companies, service providers, 
retailers, major television networks, major newspapers, and movie studios. An 
Advertising Age survey of advertising agencies in US found that 90 percent of their 
clients have homepages but only 39 percent advertise on other commercial online 
sites. At the end of 1996，14 percent of all US retailers, large and small, had an 
Internet presence. Interestingly, advertising on the Internet, due to the many 
questions that exist concerning measurement and efficiency. They are also not sure 
how they will make more money on the Internet. Still, a large majority of the 
agencies noted interactive advertising as a valuable part of the media mix of the 
future. However, advertising on the Internet is a big business and shows no sign to 
slow down. (See Figure 2 for details) 
Though the figures that quoted are all from US, the mega-trend of companies 
around the world that relies more and more on the Internet as market communication 






































































































































































































































































































































































What is the Problem ofUsing Internet as Advertising Medium 
Nowadays, more and more companies employ the Memet as a new market 
communication channel and post their advertisements on the Internet as well as 
selling products and services. With a view to influence customers to buy their 
products, it is always be perfect if companies can deliver all the company & product 
information to customers. The cost for Internet advertising is very low and the 
message can reach potential customers around the world. In order to advertise 
effectively, what are the factors affecting consumers psychological responses towards 
Internet advertisement and the causal relationship among the consumers 
psychological responses. 
Objective of the Project 
The objective of this study is to propose and empirically test factors affecting 
consumers ' psychological responses (ad cognition, brand cognition, attitude towards 
the ad, attitude towards the brand and intention to buy) and propose and empirically 
test the causal relationships among consumers ' psychological responses. 
In order to test our hypothesis, we set up a Laboratory Experiment with a self-
created Intemet web site to collect questionnaires. In the web site we employed a 
2x2x2 test and the three treatments are: 
• Consumer Involvement ( High vs. Low ) 
• Animation (Animation vs. No Animation ) 
• Type of copy (Informative vs. Image copy) 
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Upon completion of experiments, respondents were asked to fill up a questionnaire 
and their intentions to buy were tested. This result can infer to the business world 
when companies conduct advertising on the Internet. By doing so, we can develop a 
rough guideline for posting advertisement on the Internet. 
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CHAPTER II 
CONCEPTUAL FRAMEWORK & MODEL 
Factors Affecting Consumers' Psychological Responses 
Towards Internet Advertisements 
Li order to identify the factors affecting consumers' responses towards Litemet 
advertisements, a focus group interview and literature review were conducted. Based 
on focus group interviews, three factors have been identified to have impacts on 
consumers' responses. They are consumer involvement, animation in the 
advertisement and type of copy. 
Involvement 
With higher involvement with the products, consumers would be more 
involved and more motivation to search information. It will also affect consumers to 
have more cognitive/affective processing of information. Then, psychological 
responses would be affected. 
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Animation 
Attention occurs when the consumer allocates processing capacity to the 
stimulus. Attention is selective, divided and limited. Because it is limited, consumers 
may be distracted by other stimuli. Advertisements with animations will increase 
attention catching of consumers. This allows them to have more information 
processing, and hence, affects consumers' responses. 
Type of copy 
Types of copy/message in advertisements can basically divided into image-
based and information-based. Consumers with high involvement purchase of the 
product may actively look for detailed information while consumers with low 
involvement may be affected by image-based message. This will ultimately affect 
consumers' responses. 
The attitude toward the advertisement would affect people's behavior. These 
would be best to explain by the following theory. 
Causal Relationship among Consumers’ Psychological Responses 
The conceptual framework used to test the causal relationship among the 
consumers' psychological responses is the Dual Mediation Hypothesis (Hoyer & 
Macirmis 1997). It is a complex explanation of the relationship between consumers' 
liking for an ad and brand attitude (see Figure 3). According to this hypothesis, 
consumers can have a favorable attitude toward an ad because they either have 
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favorable cognitive reactions to the ad 0"udgement about its believability) or because 
they have favorable affective reactions to it (good feelings). Thus, the dual mediation 
hypothesis proposes that Aad can affect brand attitudes (Ab) in two ways. First, it can 
influence the consumer's propensity to accept the claims made in the ad (Cb). In other 
words, if we like the ad, we are more likely to believe what it says. Second, it 
predicts that Aad can have a direct impact on Ab (if we like the ad, we may also like 
the brand more). These responses, in tum, may positively affect consumers' 
intentions to purchase (Ib). 
Cognitive or affective Attitude toward 
response to ad ^ ^ ™ « ^ the ad 
(Cad) (Aad) 
^ ? f 
Brand Attitude toward Intention to 
beliefs ^ ^ ^ ^ ^ " ^ the brand ^ ^ ^ ^ " " ^ purchase 
(Cad) (Ab) db) 
FIGURE 3. THE DUAL-MEDIATION HYPOTHESIS 
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The Conceptual Model and Hypothesis 
The Conceptual Model 
Based on Dual Mediation Hypothesis, our conceptual model is shown in 
following Figure 4. Firstly, Attention Catching (ATTENT)�Entertainment 
(ENTERT) and Informative (MFOMAT) would affect Attitude toward the Ad 
(AT—AD). Secondly, Perceived Quality (PQUALITY), Perceived Price (PPRICE) 
and Perceived Image (TEVIAGE) would affect Attitude toward Brand (AT—BRAND). 
Subsequently, Attitude toward the Ad (AT_AD) and Attitude toward the Brand 
(AT_BRAND) would affect the Mention to Buy (ES[TBUYW). 
^ 
广 _ ^ J ^ 
• Q1 ^ r (Attention CatchingU•"—- .^^T^ '*-^- *^^^Z>sX 
> S ^ A T T E N T ^ ^ W the Ad) ) J^ � ^ ^^^i^^AT AD ^ 
^ � 9 ^ *^*"*^ t^ertainmentT^ *^  ^ ••**-•**^****"**"*^"*^ •^**^^^**^  | 
n i d i r — ^ E N T E R T ^ ^ ^ ^ y ^ ” J ^ 
wl ^o L /^Mnformatlve^N'^ ^/^^itude towardSy-/^  
• Q6 ^ { |NF0MAT J J ^ the Brand) J 
— 一-^" ^^^^^^^jr'^'..^l:^^^^i2-'^ 
J � 5 l^_y^^^elved QuIIIIJr^ ^^ ^^ "^*^ ^^ ^^ ^^ "^ ^^ "^  ^ 
n … I , ^ s ^ ^ ^ Q U A L i r < ^ ^ ^ ^ ^ ^ ^ ^ y ^ ^ / ^ ^ ^ Q 9 
• Q 6 < ((Perceived Price)JT y ^ {\ntent\on 
V PPRICE J X Z to Buy) 
^ Z INTBUYW 
�广 ^ ^ “ ^ Y 
— �7 A ( (Perceived Image) 1 n j _ P X>^P'MAGE ^ ^ 
FIGURE 4. THE CONCEPTUAL MODEL 
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Hypotheses 
In our hypothetical model, the relationships among several groups of factors were 
being tested. Firstly, Involvement, Animation and Type of copy are the manipulated 
factors for different treatments. Consumers' response is a function of these three 
factors. 
Followings are our hypotheses: 
Hypothesis 1: High Livolvement (rNVOLE) has a positive impact 
on Customer Responses 
Hypothesis 2: Animation (ANIMAT) in Internet Advertisement has 
a positive impact on Customer Responses 
Hypothesis 3: Type of copy — Informative Advertisement (EvfFO) 
has an impact on Customer Responses 
Attitude toward the Ad (AT—AD) is a function of Attention Catching (ATTENT), 
Entertainment (ENTERT) and Informative (WOMAT). 
Hypothesis 4a: Attention Catching (ATTENT) has a positive impact 
on the Attitude toward the AD (AT—AD). 
Hypothesis 4b: Entertainment (ENTERT) has a positive impact on 
the Attitude toward the AD (AT_AD). 
Hypothesis 4c: Informative (INFOMAT) has a positive impact on 
the Attitude toward the AD (AT_AD). 
Attitude toward the Brand (AT—BRAND) is a function of Perceived Quality 
(PQUALITY), Perceived Price (PPRICE) and Perceived Image (PDMAGE). 
Hypothesis 5a: Perceived Quality (PQUALITY) has a positive 
impact on the Attitude toward the Brand (AT—BRAND). 
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Hypothesis 5b: Perceived Price (PPRICE) has a positive impact on 
the Attitude toward the Brand (AT—BRAND). 
Hypothesis 5c: Perceived Image (PIMAGE) has a positive impact 
on the Attitude toward the Brand (AT_BRAND). 
Intention to Buy (INTBUYW) is a function of Attitude toward the Ad (AT—AD) and 
Attitude toward the Brand (AT—BRAND) 
Hypothesis 6a: Attitude toward to AD (AT—AD) has positive 
impact on the Intention to Buy Watch (INTBUYW). 
Hypothesis 6b: Attitude toward to Brand (AT—BRAND) has 




Research Design : Laboratory Experiment 
The objective of this study is to identify and empirically test the factors 
(Involvement, Animation & Type of Copy) affecting consumers' response and the 
conceptual model. A 2 x 2 x 2 (high involvement versus low involvement, animation 
versus no animation, and image copy versus informative copy) laboratory experiment 
was conducted and all these three factors were being manipulated in to eight different 
groups of treatments. This experiment was conducted in a self-created Internet web 
» 
site. Results were then collected from a representative sample of Litemet users from 
Hong Kong. The effect of involvement, animation and type of copy on consumers' 
responses was then tested by MANOVA while the causal relations among the 
constructs in the consumers' responses were tested by the path analysis. 
Manipulation of the factors was summarized as follows : 
High /Low Involvement High involvement condition was created by instructing the 
respondents to look for buying a watch for himself/herself. Low involvement 
condition was created by instructing the respondents to look for a movie to be 
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watched by himself/herself with friends so that they are not actively looking for 
buying a watch. 
Animation & No Animation Advertisements with animation are treated as animated 
advertisements while those with only pictures are treated as ordinary graphical 
advertisements. 
Informative & Brand Image In this test, the advertisements with product feature 
information, such as functionality and detailed specifications, are treated as 
informative advertisements. Those advertisements without or with very little product 
feature but focused in the brand image are treated as Brand Lnage-focused 
advertisements. 
Creating up the Experimental Web Site 
Based on the selected factors to test the hypothetical model, we have designed 
8 experimental groups which are shown in Table 1. 
TABLE 1 
SUMMARY ON THE TREATMENTS OF EIGHT 
DffFERENT EXPEREVIENTAL GROUPS 
Liformative Copy Image Copy 
Animation No Animation Animation No Animation 
High A B C D 
Involvement 
Low E F G H 
Involvement 
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We have selected buying watch ("Omega watch") as the High Involvement 
instruction and looking for movie ("James Bond movie") as the low involvement and 
then test the respondents' responses. Respondents are also asked to see the control 
advertisements which are “Tag Heuer watch" and "Titanic movie" respectively. (See 
Appendix 1 for the design of the web pages including home page, instruction page, 
"control" pages (Titanic movie and Tag Heuer watch), 8 experimental pages (A to H) 
and the questionnaire page.) The flow/Structure of the Web Site is shown in Figure 5. 
Sample and Sampling Procedure 
The Sample 
A total of 285 questionnaires have received and implied that 285 Litemet users 
from Hong Kong have participated in this study. Out of these 285 questionnaires, 40 
of them were from experimental group A (high involvement, animation & informative 
copy); 38 of them were from experimental group B (high involvement, no animation 
& informative copy); 44 of them were from experimental group C (high involvement, 
animation & image copy); 34 of them were from experimental group D (high 
involvement, no animation & image copy); 33 of them were from experimental group 
E (low involvement, animation & informative copy); 33 of them were from 
experimental group F (low involvement, no animation & informative copy); 31 of 
them were from experimental group G (low involvement, animation & image copy) 







































































































































































































































































































































In terms of the demographic characteristics of the sample, it is found 72 
percent of the respondents were male and 28 percent were female. This further 
supports the dominance of male in browsing the Internet. In terms of income, the 
subjects' disposable income were distributed as follow: 9 percent of them spent below 
HKD3,000; 21 percent ofthem spent between HKD3,000 and HKD4,999; 29 percent 
ofthem spent between HKD5,000 and HKD9,999; 20 percent ofthem spent between 
HKD10,000 and HKD14,999; 12 percent of them spent between HKD15,000 and 
HKD19,999; 9 percent ofthem spent over HKD20,000. In terms of age distribution, 
9 percent of them are below 20; 29 percent of them are between 20 and 25; 30 percent 
of them are between 26 and 30; 14 percent of them are between 31 and 35; 12 percent 
of them are between 36 and 40; 6 percent of them are over 40. 
Sampling Procedure 
Convenient sampling was the sampling procedure used in this study. 
Specifically, the sample frame for this study was Lntemet users lived in Hong Kong. 
The experimental web site address was posted to 24 news groups (See Appendix 2 for 
the details ofnews groups selected) which were randomly selected. The URL address 
for the experimental web site was also posted to all the final year part-time MBA 
students and they were invited to participate in the experiments. From the EP address 
shown in the returned e-mails, all respondents are lived in Hong Kong. 
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Data Collection Method 
A total of 285 Internet users were participated in this study. When 
respondents came to the web front page, they saw a brief description on the nature of 
the experiment and the web site. Then, they were asked to randomly select one of the 
’ eight different experimental groups from A to H. Once they selected one of the 
experimental groups, they were leaded to another page with specific instructions. For 
high involvement treatment, respondents were asked to look for a watch for 
himself/herself or his/her friend. Li case oflow involvement, they were asked to look 
for a movie instead of watch, hi the same page, there were 3 pictures leading to other 
3 pages which were the actual Litemet advertisement pages. Respondents were asked 
to read through all these 3 pages. The first one was the “Titanic movie" (the Control) 
advertisement page, the second one was the "James Bond^Omega watch" (the 
Experimental treatment) advertisement, and the third one was the "Tag Heuer watch" 
(the Control) advertisement. The controls ("Titanic movie" and “Tag Heuer watch") 
were the same across eight experimental groups, while the “ James Bond/Omega 
watch" advertisement was manipulated with animationy'no animation and 
image/informative message across eight different experimental groups. (Details for 
the manipulation were shown in the Figure 5. Flow ofthe Web Site.) 
After respondents were finished browsing the 3 advertisements, they were 
then asked to go to the questionnaire page to answer specific questions about the 
"James Bondy'Omega watch" advertisement including attention catching, degree of 
entertainment, informativeness，perceived quality, perceived price, perceived image 
and intention to buy watch. A sample of questionnaire is shown in Appendix 3. 
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Once they finished the questionnaire and hit the "submit button", their answers 
were sent to us via e-mails. The mail provided answer in free text format and showed 
which experimental group it was originated from (See Appendix 4. for the sample e-
mail response). A minimum of 30 responses was collected from each experimental 
group. Once a particular group obtained sufficient number of respondents, the 
respondents will be re-directed to another group even though they hit that group. 
Operationalization of Constructs 
Based on the conceptual model, it is hypothesized in this study that 
attitude towards the advertisement is positively affected by attention, degree 
of entertainment and informativeness of the advertisement. Attitude towards 
the brand, in tum, is positively influenced by the perceived quality, 
perceived price and perceived image of the products. And, intention to buy 
watch is hypothesized to be positively affected by the attitude towards the 
advertisement and attitude towards the brand. As such, there are all together 
nine constructs in the conceptual model. The operationalization of these 
constructs is discussed below. 
Attention Catching (ATTENT). Attention Catching is defined as whether the 
"James bond/Omega watch" advertisement can catch the attention ofthe respondents. 
This construct was measured on a 5-point scales anchored with “strongly disagree" 
(1) to “strongly agree" (5). The item is "The James Bond/Omega ad caught my 
attention." 
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Entertainment Value (ENTERT). Entertainment Value is defined as 
respondents' beliefs regarding the degree of entertainment of the "James bondy'Omega 
watch” advertisement. This construct was measured on a 5-point scales anchored 
with “strongly disagree" (1) to "strongly agree" (5). The item is “I thought the James 
Bond/Omega ad is entertaining，’. 
Informative (INFO). Informative is defined as the amount of the information 
provided in the "James bondy'Omega watch" advertisement to the respondents. The 
construct was measured on a 5-point scales anchored with “strongly disagree" (1) to 
“strongly agree" (5). The item is “I thought the James Bond/Omega ad is 
informative". 
Attitude toward the Ad (AT—AD). Attitude toward the Ad is defined as the 
overall feeling towards the "James bondy'Omega watch" advertisement by the 
respondents. This construct was measured on a 5-point scales anchored with “very 
negative" (1) to "very positive" (5). The item is “My overall feeling toward the James 
Bond/Omega ad is — ”. 
Perceived Quality (PQUALITY). Perceived Quality is defined as the 
respondent's beliefs regarding the quality of the products shown in the "James 
bondA3mega watch" advertisement. This construct was measured on a 5-point scales 
anchored with "very low" (1) to "very high" (5). The item is "The quality of the 
product that showed in the Omega ad is —，，. 
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Perceived Price (PPRICE). Perceived Price is defined as the respondent's 
beliefs regarding the price of the products shown in the "James bond/Omega watch" 
advertisement. This construct was measured on a 5-point scales anchored with "very 
low，，(1) to "very high" (5). The item is “I though the price of Omega is — ’，. 
Perceived Image (PIMAGE). Perceived Lnage is defined as the respondent's 
beliefs regarding the brand image shown in the “James bondy'Omega watch" 
advertisement. This construct was measured on a 5-point scales anchored with "very 
poor" (1) to "very good" (5). The item is "The image of the product that showed in 
the James Bondy'Omega ad is —’，. 
Attitude toward the Brand (AT_BRAND). Attitude toward the Brand is defined 
as the overall feeling toward the brand shown in the “James bond/Omega watch" 
advertisement. This construct was measured on a 5-point scales anchored with "very 
poor" (1) to "very good" (5). The item is "The brand Omega is —，，. 
Intention to buy watch (DJTBUYW). Mention to buy watch is defined as 
whether respondent want to buy the watch shown in the "James bond/Omega watch" 
advertisement. This construct was measured on a 5-point scales anchored with 
"strongly disagree" (1) to "strongly agree" (5). The item is "If I need to buy a watch, 
Omega would be my choice". 
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Data Analysis 
Two data analysis were conducted in this study : 1) MANOVA analysis, and 
2) path analysis. The detail of each analytical procedure is explained below. 
MANOVA Analysis 
MANOVA were run on attention catching, entertainment, informative, 
perceived quality, perceived price, perceived image and intention to buy watch to 
determine effect of involvement, animation and type of copy on consumers' 
responses. Separate ANOVAs were conducted to determine whether or not 1) 
involvement manipulation had significant impacts on attention catching, 
entertainment, informativeness, perceived quality, perceived price, perceived image, 
attitude towards the brand, attitude towards the ad and intention to buy watch, 2) 
animation manipulation had significant impacts on attention catching, entertainment, 
informative, perceived quality, perceived price, perceived image and intention to buy 
watch, and 3) type of copy manipulation had significant impacts on attention catching, 
entertainment, informative, perceived quality, perceived price, perceived image and 
intention to buy watch. 
Path Analysis 
To test the hypothetical relationships among constructs specified in the 
conceptual model, a path analysis approach was employed. This approach was 
selected because a path analysis can be used to specify and test the phenomenon under 
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study in terms of hypothesized cause-and-effect constructs (Bagozzi 1981, 1982; 
Bentler and Speckart 1979; Ryan 1982). Because each equation in path analysis 
represents a causal link rather than a mere empirical association, the structural 
parameters do not, in general, coincide with coefficients of regression among 
observed variables. Instead, the structural parameters represent relatively unmixed, 
invariant, and autonomous features of the mechanism that generates the observed 
variables. The software program used to conduct the path analysis in this study was 
PRELIS 2 (Joreskog and Sorbom 1988) and LISREL 8 (Joreskog and S6rbom 1993). 
The data collected were input into PRELIS 2, which generates the covariance 
matrix to be used as input for LISREL 8. Generally speaking, a path analysis 




RESULTS, ANALYSIS AND DISCUSSION 
MANOVA Analysis 
MANOVA Analysis was conducted by using the computer software named 
SAS to study the effect of involvement, animation and type of copy on consumers' 
responses. General Linear Models Procedures and T-Test ran through the data. 
Results shown in Table 2A reveals that High Livolvement has a significant 
impact on the attitude towards the brand (3.3077 versus 3.0465), perceived quality 
(3.1410 versus 3.5116) and intention to buy watch (3.3141 versus 2.2946). Jn 
general, higher involvement will increase the attitude towards the brand, intention to 
buy watch and decrease perceived quality of the products. There are two interesting 
findings : 1) Whether or not the consumer is highly involved, the attention catching 
ability towards the ad has no difference. 2) Although the effect of high involvement 
on the attitude towards the ad is not significant at the significant level of 0.05，it is 
significant if the significant level is 0.1. That means it is still in the hypothesized 
direction. 
Results shown in Table 2B suggests that advertisement with animations has a 
significant impact on the attention catching (3.3514 versus 2.4745), degree of 
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entertainment (3.5203 versus 2.3942)，attitude towards the ad (3.0541 versus 2.7445), 
perceived price (3.0338 versus 3.3431) and intention to buy (3.1149 versus 2.5693). 
In general, animations in the advertisement over the Internet will increase the 
attention catching, degree of entertainment, attitude towards the ad and intention to 
buy but and decrease perceived price of the products. It is interesting to find that ad 
with advertisement causes consumers to have a lower perceived price. This may be 
due to the fact that they have related animations with lower priced products. 
Results shown in Table 2C suggests that type of copy/message has a 
significant impact on the attention catching (2.7589 versus 3.0972), informativeness 
of the advertisement (3.7376 versus 2.2569) and perceived image (2.9291 versus 
3.3333). In general, advertisement with detailed information will increase 
informativeness of the advertisement ("MFORMAT") while advertisement with 
image copy will increase the attention catching of the ad and perceived image of the 
products. With detailed information (informative copy) in the ad can provide more 
necessary information to the respondents and hence increase the perceived 
informativeness of the ad. Regarding advertisement with image copy, this can catch 
more attention since informative description is relatively boring and consumers have 
only limited time in browsing. 
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TABLE 2A : MANOVA RESULTS FORHIGH/LOW DWOLVEMENT 
Dependant Variables Independent Variable 
High Involvement Low Involvement 
ATTENT Z 9 m l9225 
ENTERT 2.9359 3.0310 
INFOMAT 3.0641 2.8992 
AT_AD 3.0063 2.7829 
AT_BRAND 3.3077 3.0465* 
PQUALITY 3.1410 3.5116* 
PEVL^GE 3.2244 3.0233 
PPRICE 3.1859 3.1783 
nS[TBUYW 3.3141 2.2946* 
*P<0.05, 1-tailed 
TABLE 2B : MANOVA RESULTS FOR TRAEAMENT 
WITHAVITHOUT AMMATION 
Dependant Variables Independent Variable 
With Animation Without Animation 
ATTENT 3.3514 2.4745* 
ENTERT 3.5203 2.3942* 
MFOMAT 3.0000 2.9781 
AT_AD 3.0541 2.7445* 
AT:BRAND 3.1824 3.1971 
PQUALITY 3.2500 3.3723 
PEvlAGE 3.1216 3.1460 
PPRICE 3.0338 3.3431* 
• B U Y W 3.1149 2.5693* 
*P<0.05, 1-tailed 
TABLE 2C : MANOVA RESULTS FOR TREATMENT 
WITH DEFFERENT TYPES OF COPY 
Dependant Variables Independent Variable 
Informative copy Image copy 
ATTENT 2.7589 3.0972* 
ENTERT 3.0213 2.9375 
MFOMAT 3.7376 2.2569* 
AT—AD 2.8227 2.9861 
AT^BRAND 3.0993 3.2778 
PQUALITY 3.3050 3.3125 
PDvlAGE 2.9291 3.3333* 
PPRICE 3.1915 3.1736 




The causal relations specified in the conceptual model was tested by path 
analysis. Specifically, the data were input into PRELIS 2 (Joreskog and Sorbom 
1988) to create the covariance matrix, which in tum, was input into LISREL 8 
(Joreskog and Sorbom 1993). Based on the findings from the conceptual model, a 
modified model was derived by adding additional causal relationship among 
constructs. 
The Modified Model 
First, we analyzed the modified in terms of model fit. It is found that the fit of 
2 the modified model is adequate based on the chi-square test (x 10 =14.44, p=0.05), 
Joreskog and Sorbom's GFI test (0.99), Bentler and Bonett's NFI test (0.94) and 
Bentler's CFI test (0.98). (See Table 3 for details) 
Since the modified model fit is adequate, next we looked at the path analysis 
results (see Table 4 for details). The results show that intention to buy is positively 
affected by attention catching (0.15) and attitude towards the brand (0.47) but not 
influenced by the attitude towards the ad (0.031). On the other hand, the attitude 
towards the brand, in tum, is affected by attitude towards the ad (0.15) but not 
influenced by perceived quality (0.072), perceived price (0.073) and perceived image 
(0.02). Finally, the attitude towards the ad is positively affected by perceived quality 
(0.41) but not influenced by the attention catching (0.079), entertainment (0.025) and 
informativeness (0.051). 
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TABLE 3. STRUCTURAL RESULTS FOR THE MODIFIIED 
Exogenous paths Standardized path coefficient 
ATTENT ^ AT_AD 0.079 
ENTERT ^ AT—AD -0.025 
MFOMAT — AT_AD -0.051 
PQUALITY ^ AT_AD o.41^ 
AT—AD "> AT—BRAND 0.15^ 
PQUALITY ^ AT_BRAND -0.072 
PPRICE "> AT_BRAND 0.073 
PEV[AGE 今 AT_BRAND 0.02 
AT_AD + ES[TBUYW 0.031 
AT:BRAND -> MTBUYW o.47^ 
ATTENT ^ ESfTBUYW 0.15^ 
Chi-square: 14.44 
Degree ofFreedom : 10 
Probability: >0.15 
G F I ^ 0.99 
NFlC: 0.94 
CFld: ^  
ap< 0.05,1-tailed. 
bj6reskog and S6rbom's (1989) "goodness of flt index" 
Gentler and Bonett's (1980) "normed fit index" 
.^entler's (1990) "comparative fit index 
TABLE 4. PARAMENTER ESTEVLATES AND VARIANCE EXPLAE>TED : 
MODffIED MODEL 
Dependent Determinants Variance explained 
Construct 
Modified AT_AD = 0.079ATTENT - 0.025ENTERT - RMX17 
Conceptual o.051MFOMAT + 0.41^^QUALITY, Error var. 
Model = 0.83 
AT_BRAND = 0.15^AT_AD — 0.072PQUALTY R2=0.025 
+ 0.073PPRICE + 0.02PEMAGE, Error var.= 
0.97 
E^TBUYW = 0.031AT_AD + 0.47^AT_BRAND R2=o.24 
+ 0.15^ATTENT, Error var. = 0.77 
^P < 0.05,1-tailed 
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The significant causal relationship among constructs are shown in Figure 6 below : 
FIGURE 6. The Modified Conceptual Model 
0.41 




AT_BRAND • INBUYW 
Discussion 
It is interesting to see that attention catching has a direct impact on the 
intention to buy for the consumers. This may be due to Internet users are just 
browsing in general but not actively processing information. They just scan through 
those advertisements while they are browsing. As a result, anything catch their 
attention may already have significantly direct impact on their intention to buy. 
Secondly, perceived quality has a reversed impact on the attitude towards the ad as 
stated in the Dual Mediation Hypothesis. This may be caused by the fact that 
"Omega" has been a well known brand and consumers have high perceived quality to 
its products, so consumers have good attitude towards the ad in this case. 
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CHAPTERV 
CONCLUSION AND MANAGERIAL IMPLICATIONS 
Results show that high involvement has a positively impact to attitude towards 
the brand which in tum has a positive impact on the intention to buy. Even though we 
cannot control high or low involvement to the consumers, we can make the ad easier 
to be accessed in order to increase their attitude towards the ad which will lead to a 
higher intention to buy. This suggests marketers should find how Memet users 
search for information so that they can post their ads in a more effectively way to 
increase the exposure. 
Secondly, since animations increases the attention catching, degree of 
entertainment, attitude towards the ad and intention to buy, marketers should spend 
more money and use new technology to create interesting animations in the Litemet 
ads. However, the download time for the ads has to be consider carefully to minimize 
any negative impact because of the slow download time. 
Also , image copy in the ad can generally increase the attention catching and 
perceived image. Depending on the objective of the advertisement, marketers should 
use image copy if they want to promote a better image about their products, while 
informative copy should be used if the products are more technically oriented. 
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Finally, results from the causal relationship study shows that the intention to 
buy is a function of attention and attitude towards the brand, and the attitude towards 
the brand is positively affected by the attitude towards the ad which is in tum being 
positively affected by the perceived quality. This implies that the advertisements 
posted in the Internet should be able to catch consumers' attention. Also, the products 
must be high in quality and marketers have to communicate this high qulaity 
perception to consumers to increase their perceived quality of their products. 
Limitations and Recommendations 
Sampling 
This research is conducted by employing a primary research by convenient 
sampling. Questionnaires collected via the Internet may come from all over world, 
though we propagate this research by posting our mail in local news group server and 
sending email to local people. It is hard to infer the result to just a specific area, like 
Hong Kong. For future study with larger scale, we need to ask more questions 
regarding the demographic information such as “city they lived" so that we can select 
answers from the target groups. 
Questionnaire 
We have only used one question for each variable and assumed that the 
questions being asked are reliable. However, it is recommendable to use multiple 
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questions for a single variable and then using Reliability Test to get the mean data for 
the variable. 
Data Collection 
There was no mean to monitor the condition and the ways of how people 
answering the questionnaires, especially conducting experiment over the Memet. 
There are 2 important instructions that people must follow when they undergo this 
research: 1) They can just complete one questionnaire only. 2) They should not go 
back and browse the manipulated Ad again during the time of answering the 
questionnaire. However, these two situations were not being controlled in this web 
site. We have mentioned this at the instruction and assumed that all the people who 
answered the questionnaires followed the instruction. Since the results were captured 
via a email with the JP address (which is unique to individual Litemet users), this 
gives a way to eliminate the possibility of 2 or more experiment groups were 
responded by the same respondent by tracking if there are more than one answer from 
one IP address. However, this needs additional and significant effort to verify the 
results during a large scale of research. 
High LavolvementyLow Livolvement 
We have chosen only one product for each product category (Buying Watch as 
High Involvement, Watching Movie as Low Involvement) in our test. There may be 
errors in the correlation result if we have selected a less representative product for the 
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product category. We recommended a similar research should be conducted but using 
different products in each of the category, such as buying fast food as Low 
Involvement and buying mobile phone as High Involvement, and then compare the 
result to see if there is any discrepancies. 
Animation 
Nowadays, using animation is very popular in Internet web sites. JAVA, 
Animated GJF, SHOCKWAVE, etc are the tools that commonly employed in setting 
up the animation in Memet web sites. Undoubtedly, more animation is better than no 
animation but as we mentioned before, due to download time constraint, priority must 
be set against different factors. If the download time is too long, the surfer may exit 
the web page and go to other. Therefore, “too much" animation may have a negative 
impact on Internet advertisements. 
In order to make the "Animation" treatments have good visual effect and 
significant contrast to the no animation section, huge effort have been spent to get the 
animation from different Litemet Web Sites. However, as this research specific to 
only one brand of watch, only several major parts have animation effects. Time 
constraint did not allow us to create our own animation effect. Generally speaking, 
the overall animation visual effects are acceptable. In fact, preliminary test/research 
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Appendix 1 Complete Design ofWeb Site 
nie http://www.hkabc.nety'-kckong/wiLson/ 
Consumer Behaviour Research Web 
Site 
We are a group ofMBA part time students in CUHK studying Consumer 
Behaviour. The purpose of this web site is to conduct a consumer behaviour 
research over the Internet. We appreciate if you can take 5-10 minutes to take 
the experience and answer the questionnaire. 
Please "click" only ONE of the following EIGHT experience groups and follow 
the instructions for the experience and questionnaire. Again, we thank you for 
your time in participating the research. 
A 3 C m 
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II_A http://www.hkabc.nety-kckong/wilson/ni_A.htrn 
Instruction 
Imagine that you want to buy a watch for yourself or your boyfriend/girlfriend. So you browse around the Internet and see the following web pages. Please "click" the following three images for the detailed web pages and look at them carefully. 
After you finish reading the following pages, please click the "Go to the Questionnaire" button and answer questions in the questionnaire. Please answer the questions without referring back to those pages. 
| 獲 ， 1 ^ mm 
_ _ 
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II_A http://www.hkabc.nety-kckong/wilson/ni_A.htrn 
Instruction 
j Imagine that you want to watch a movie by yourself or with your 
boyfriend/girlfriend. So you browse around the Internet and see the 
following web pages. Please "click" the following three images for the 
detailed web pages and look at them carefully. 
After you finish reading the following pages, please click the "Go to the 
Questionnaire" button and answer questions in the questionnaire. Please 
answer the questions without referring back to those pages. 
1 ¾ '^m^:r^^ 9 ^ ^ H H r w ~ 
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Bond is back .:• 
爲 哪 _ 國 
^ ^ ...:this time,he's equipped with an Omega 
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James Bond's Choice 
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U ThenewSeamaster200MJT^iatic: 
G ^ ^ E C s J ^ a technical marvel combining the best of quartz 
mechanical features ！ ^ ^ _ _ _ . |Vnv jv^cdf^C, 
S % ^ 
I The OMEGA / 4 0 0 X^matic quartz movement unites the precision of quartz with a 
self-winding recharging system. No battery required and a potential energy reserve of 6 days. In 
stainless steel, the new Seamaster 200M W-matic includes all the features of the successful ‘ 
Seamaster line, the watch worn by ]ames Bond and the winners of the America's Cup : screw-in j 
crown and caseback, water-resistance to 200 meters^ ritium-coated skeleton hands, 
unidirectional turning bezel - plus the new magnifying window on the sapphire crystal to read 
the date. 1 I I With 150 years at the forefront of international watchmaking, OMEGA is today a !. leading Swiss manufacturer of prestige watches distributed and serviced worldwide by 
i the finest watch retailers in more than 130 countries. , 
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.\ 
八 Q j m m a 6 t 2 A ^......^<^J^ 
\ A The new Seamaster 200M X::>matic : 
C ^ | ^ E C 3 ^ a technical marvel combining the best of quartz 
j mechanical features ！ 
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i ^ m m n ^^^ 
The OMEGA 1400 jC^matic quartz movement unites the precision of quartz with a 
self-winding recharging system. No b3ttery required and a potential energy reserve of 6 days. In 
stainless steel, the new Seamaster 200M W-matic includes all the features of the successful 
Seamaster line, the watch worn by )ames Bond and the winners of the America's Cup: screw-in 
crown 3nd caset>ack, water-resistance to 200 meters, ritium-coated skeleton hands, 




With 150 years at the forefront ofintemational watchmaking, OMEGA is today a leading Swiss manufacturer ofprestige watches distributed and serviced worldwide by 
the finest watch retailers in more than 130 countries. I 
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APPENDIX 3 - QUESTIONNAIRE 
Questionnaire A 
1. The James Bond/Omega ad caught my Strongly 0 0 0 0 0 Strongly 
attention. Disagree Agree 
2. I thought the James Bond/Omega ad Strongly 0 0 0 0 0 Strongly 
is entertaining. Disagree Agree 
3.工 thought the James Bond/Omega ad Strongly 0 0 0 0 0 Strongly 
is informative. Disagree Agree 
4. My overall feeling toward the James Very 0 0 0 0 0 Very 
Bond/Omega ad is . Negative Positive 
5. The quality of the product that 
showed in the James Bond/Omega ad is Very 0 0 0 0 0 Very 
. Low High 
6 • . I thought the price of Omega is Very 0 0 0 0 0 Very 
. Low High 
7. The image of the product that 
showed in the James Bond/Omega ad is Very 0 0 0 0 0 Very 
. Poor Good 
8. The brand Omega is . Very 0 0 0 0 0 Very 
Poor Good 
9. If I need to buy a watch. Omega Strongly 0 0 0 0 0 Strongly 
would be my choice. Disagree Agree 
General 
Information 
Gender ： Male 0 Female 0 
Age ： 
below 20 0 20-25 0 26-30 0 31-35 0 36-40 0 




less than HK$3,000 OHK$3,000-4,999 0 HK$5,000-9,999 0 
HK$10,000-14,999 0 HK$15,000-19,999 0 over HK$20,000 o 
Thank You ！ 
4 0 
APPENDIX 4 - SAMPLE EMAIL RESPONSE 
Subject: Enquiry Data 
Date: Tue, 7 Apr 1998 14:29:07 +0800 (HKT) 
From: webmaster@hkabc.net 
To: wilson@netscape.com 
* * * * * * * * * * * * * * * * * * * * E n q u i r y D a t a * * * * * * * * * * * * * * * * * * * * 
C a l l i n g URL ： h t t p ： / / www . h k ab c . n e t / ~ k c k o r L g /w i l s o n / q ue s t i om i a i r e _B .h tm 
C a l l i n g I P : 208 .139 .103 .199 
* * * * * * * * * * * * * * * * * * * * S u b m i t t e d D a t a * * * * * * * * * * * * * * * * * * * * 
Age： 31 -35 
Gender： Female 









Q8 : 3 
Q9: 1 
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APPENDIX 5 - DETAIL LISREL PRINT OUT 
D A T E : 4 / 1 0 / 9 8 
T I M E : 1 3 : 3 1 
W I N D O W S L I S R E L 8 . 1 0 
B Y 
K A R L G J O R E S K O G A N D D A G S O R B O M 
T h i s p r o g r a m i s p u b l i s h e d e x c l u s i v e l y b y 
S c i e n t i f i c S o f t w a r e I n t e r n a t i o n a l , I n c . 
1 5 2 5 E a s t 5 3 r d S t r e e t - S u i t e 5 3 0 
C h d c a g o , IlliruDis 6 0 6 1 5 , U . S . A . 
V o i c e： ( 8 0 0 ) 2 4 7 - 6 1 1 3 , ( 3 1 2 ) 6 8 4 - 4 9 2 0 , F a x： ( 3 1 2 ) 6 8 4 - 4 9 7 9 
C o p y r i g h t b y S c i e n t i f i c S o f t w a r e I n t e r n a t i o n i a l , I n c . , 1 9 8 1 - 9 3 . 
P a r t i a l c o p y r i g h t b y W A T C O M G r o u p , I n c . , 1 9 9 3 
a n d M i c r o H e l p , I n c . , 1 9 9 3 . 
U s e o f t h i s p r o g r a m i s s u b j e c t t o t h e t e r m s s p e c i f i e d i n t h e 
U n i v e r s a l C o p y r i g h t C o n v e n t i o n . 
T h e f o l l o w i n g l i n e s w e r e r e a d f r o m f i l e A : \〇 M E G A . L I S : 
I N T E R N E T A D V E R T I S I N G 
O b s e r v e d v a r i a b l e s ： 
A T T E N T E N T E R T I N F O M A T A T _ A D P Q U A L I T Y P P R I C E 
P I M A G E A T — B R A N D I N T B U Y W 
C o v a r i a n c e M a t r i x f r o m f i l e a： o m e g a . c o v 
S a m p l e s i z e 2 8 5 
R e l a t i o n s h i p s ： 
A T _ A D = A T T E N T E N T E R T I N F O M A T P Q U A L I T Y 
A T _ B R A N D = P Q U A L I T Y P P R I C E P I M A G E A T _ A D 
I N T B U Y W = A T _ B R A N D A T — A D A T T E N T 一 
P a t h D i a g r a m 
A d m i s s i b i l i t y C h e c k = O f f 
E n d o f P r o b l e m 
S a m p l e S i z e = 2 8 5 
I N T E R N E T A D V E R T I S I N G 
C O V A R I A N C E M A T R I X T O B E A N A L Y Z E D 
A T _ A D A T _ B R A N D INTBUYW A T T E N T ENTERT INFOMAT 
A T — A D 1.00 
A T _ B R A N D 0.12 1.00 
INTBUYW 0.10 0.45 1.00 
A T T E N T 0.06 -0.11 0.10 1.00 
E N T E R T -0 .04 -0.01 0.07 0.32 1.00 
I N F O M A T -0.01 0.03 0.13 -0.02 0.19 1.00 
P Q U A L I T Y 0.40 -0.01 0.01 -0.03 -0.07 0.11 
PPRICE 0.01 0.08 -0.06 -0.18 -0.10 -0 . 05 
PIMAGE -0.02 0.04 0.07 0.14 -0.04 -0.12 
C O V A R I A N C E M A T R I X T O B E A N A L Y Z E D 
4 2 
PQUALITY PPRICE PIMAGE 
PQUALITY 1.00 
PPRICE -0.02 1.00 
PIMAGE -0.03 0.29 1.00 
I N T E R N E T A D V E R T I S I N G 
N u m b e r o f I t e r a t i o n s = 11 
L I S R E L E S T I M A T E S ( M A X I M U M L I K E L I H O O D ) 
AT_AD = 0.079*ATTENT - 0.025*ENTERT - 0.051*INFOMAT + 0.41*PQUALITY, 
_ (0.058) (0.059) (0.056) (0.055) 
1.36 -0.42 -0.90 7.43 
Errorvar.= 0.83 , R^ = 0.17 
(0.070) 
11.79 
AT_BRAND = 0.15*AT_AD - 0.072*PQUALITY + 0.073*PPRICE + 0.020*PIMAGE, 
一 (0.065) “ (0.065) (0.062) (0.052) 
2.30 -1.12 1.18 0.32 
Errorvar.= 0.97 , R^ = 0.025 
(0.083) 
11.79 
INTBUYW = 0.031*AT_AD + 0.47*AT_BRAND + 0.15*ATTENT, Errorvar.= 0.77 • 
(0.053) _ (0.053) — (0.053) (0.065) 
0.58 8.79 2.91 11.79 
R2 = 0.24 
C O R R E L A T I O N M A T R I X O F I N D E P E N D E N T V A R I A B L E S 




ENTERT 0.32 1.00 
(0.06) (0.08) 
5.10 11.79 
INFOMAT -0.02 0.19 1.00 
(0.06) (0.06) (0.08) 
-0.26 3.15 11.79 
PQUALITY -0.03 -0.07 0.11 1.00 
(0.06) (0.06) (0.06) (0.08) 
-0.58 -1.18 1.88 11.79 
PPRICE -0.18 -0.10 -0.05 -0.02 1.00 
(0.06) (0.06) (0.06) (0.06) (0.08) 
-2 .88 -1.73 -0.87 -0.31 11.79 
PIMAGE 0.14 -0.04 -0.12 -0.03 0.29 1.00 
(0.06) (0.06) (0.06) (0.06) (0. 06) (0. 08) 
2.32 -0.61 -1.97 -0.50 4.64 11.79 
4 3 
G O O D N E S S O F F I T S T A T I S T I C S 
C H I _ S Q U A R E W I T H 10 D E G R E E S O F F R E E D O M = 1 4 . 4 4 (P = 0 . 1 5 ) 
E S T I M A T E D N O N - C E N T R A L I T Y P A R A M E T E R (NCP) = 4 . 4 4 
90 P E R C E N T C O N F I D E N C E I N T E R V A L F O R N C P = (0.0 ； 1 8 . 7 2 ) 
M I N I M U M F I T F U N C T I O N V A L U E = 0 . 0 5 2 
P O P U L A T I O N D I S C R E P A N C Y F U N C T I O N V A L U E (F0) = 0 . 0 1 6 
90 P E R C E N T C O N F I D E N C E I N T E R V A L F O R F0 = (0.0 ； 0 . 0 6 7 ) 
R O O T M E A N S Q U A R E E R R O R O F A P P R O X I M A T I O N (RMSEA) = 0 . 0 4 0 
90 P E R C E N T C O N F I D E N C E I N T E R V A L F O R R M S E A = (0.0 ； 0.0 82) 
P - V A L U E F O R T E S T O F C L O S E F I T ( R M S E A < 0 . 0 5 ) = 0 . 6 0 
E X P E C T E D C R O S S - V A L I D A T I O N I N D E X (ECVI) = 0 . 3 0 
90 P E R C E N T C O N F I D E N C E I N T E R V A L F O R E C V I = (0.29 ； 0 . 3 6 ) 
E C V I F O R S A T U R A T E D M O D E L = 0 . 3 2 
E C V I F O R I N D E P E N D E N C E M O D E L = 0 . 9 7 
C H I - S Q U A R E F O R I N D E P E N D E N C E M O D E L W I T H 36 D E G R E E S O F F R E E D O M = 2 5 0 . 7 3 
I N D E P E N D E N C E A I C = 2 6 8 . 7 3 
M O D E L A I C = 8 4 . 4 4 
S A T U R A T E D A I C = 9 0 . 0 0 
I N D E P E N D E N C E C A I C = 3 1 0 . 6 0 
M O D E L C A I C = 2 4 7 . 2 8 
S A T U R A T E D C A I C = 2 9 9 . 3 6 
R O O T M E A N S Q U A R E R E S I D U A L (RMR) = 0 . 0 3 1 
S T A N D A R D I Z E D R M R = 0 . 0 3 1 
G O O D N E S S O F F I T I N D E X (GFI) = 0 . 9 9 
A D J U S T E D G O O D N E S S O F F I T I N D E X (AGFI) = 0 . 9 5 
P A R S I M O N Y G O O D N E S S O F F I T I N D E X (PGFI) = 0 . 2 2 
N O R M E D F I T I N D E X (NFI) = 0 . 9 4 
N O N - N O R M E D F I T I N D E X (NNFI) = 0 . 9 3 
P A R S I M O N Y N O R M E D F I T I N D E X (PNFI) = 0 . 2 6 
C O M P A R A T I V E F I T I N D E X (CFI) = 0 . 9 8 
I N C R E M E N T A L F I T I N D E X (IFI) = 0 . 9 8 
R E L A T I V E F I T I N D E X (RFI) = 0 . 7 9 
C R I T I C A L N (CN) = 4 5 7 . 3 6 
4 4 
APPENDIX 6 - DETAIL SAS PRINT OUT 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
C l a s s L e v e l I n f o r m a t i o n 
C l a s s L e v e l s V a l u e s 
I N V O L V E 2 0 1 
A M I M A T 2 0 1 
m 
I N F O 2 0 1 
N u m b e r of o b s e r v a t i o n s i n d a t a s e t = 2 8 5 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
D e p e n d e n t V a r i a b l e： A T T E N T 
S o u r c e D F S u m o f S q u a r e s F V a l u e P r > F 
M o d e l 7 7 4 . 0 8 0 3 5 5 4 6 9 . 5 6 0 . 0 0 0 1 
E r r o r 2 7 7 3 0 6 . 5 1 6 1 3 5 7 7 
C o r r e c t e d T o t a l 284 3 8 0 . 5 9 6 4 9 1 2 3 
R - S q u a r e C . V . A T T E N T M e a n 
0 . 1 9 4 6 4 3 3 5 . 9 0 4 1 9 2 . 9 2 9 8 2 4 5 6 
S o u r c e D F T y p e 工 SS F V a l u e P r > F 
I N V O L V E 1 0 . 0 1 2 7 1 0 6 7 0 . 0 1 0 . 9 1 4 7 
A N I M A T 1 5 4 . 7 3 3 2 2 8 6 2 4 9 . 4 6 0 . 0 0 0 1 
I N F O 1 9 . 2 4 0 0 1 3 3 6 8 . 3 5 0 . 0 0 4 2 
I N V O L V E * A N I M A T 1 1 . 8 6 4 5 2 2 0 7 1 . 6 8 0 . 1 9 5 3 
I N V O L V E * I N F O 1 3 . 4 8 0 1 7 0 2 2 3 . 1 5 0 . 0 7 7 3 
A N I M A T * I N F O 1 0 . 0 2 8 3 9 8 1 6 0 . 0 3 0 . 8 7 2 8 
I N V O L V E * A N I M A T * I N F O 1 4 . 7 2 1 3 1 2 3 7 4 . 2 7 0 . 0 3 9 8 
S o u r c e D F T y p e 工1工 S S F V a l u e P r > F 
I N V O L V E 1 0 . 0 3 5 7 5 0 7 9 0 . 0 3 0 . 8 5 7 5 
A N I M A T 1 5 4 . 4 6 2 3 1 0 9 2 49 .22 0 . 0 0 0 1 
I N F O 1 7 . 8 0 9 9 2 3 0 9 7 . 0 6 0 . 0 0 8 3 
I N V O L V E * A N I M A T 1 1 . 8 6 6 4 9 4 3 6 1 . 6 9 0 . 1 9 5 1 
I N V O L V E * I N F O 1 3 . 2 0 0 5 8 2 6 7 2 . 8 9 0 . 0 9 0 1 
A N I M A T * I N F O 1 0 . 0 0 0 8 6 6 4 8 0 . 0 0 0 . 9 7 7 7 
I N V O L V E * A N I M A T * I N F O 1 4 . 7 2 1 3 1 2 3 7 4 . 2 7 0 . 0 3 9 8 
4 5 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
D e p e n d e n t V a r i a b l e : PQUALITY 
S o u r c e D F S u m of S q u a r e s F V a l u e P r > F 
M o d e l 7 1 1 0 . 4 5 7 4 0 3 8 8 1 6 . 8 5 0 . 0 0 0 1 
E r r o r 2 7 7 2 5 9 . 4 1 6 2 8 0 3 3 
C o r r e c t e d T o t a l 284 3 6 9 . 8 7 3 6 8 4 2 1 
R - S q u a r e C . V . E N T E R T M e a n 
0 . 2 9 8 6 3 5 3 2 . 4 8 5 9 7 2 . 9 7 8 9 4 7 3 7 
S o u r c e D F T y p e I S S F V a l u e P r > F 
I N V O L V E 1 0 . 6 3 8 7 4 0 8 6 0 . 6 8 0 . 4 0 9 6 
A N I M A T 1 9 1 . 0 2 2 6 0 7 6 4 9 7 . 1 9 0 . 0 0 0 1 
I N F O 1 0 . 2 3 2 9 0 2 0 6 0 . 2 5 0 . 6 1 8 4 
I N V O L V E * A N I M A T 1 1 7 . 2 7 8 6 8 1 4 7 1 8 . 4 5 0 . 0 0 0 1 
I M V O L V E * I N F O 1 0 . 1 8 8 7 6 4 8 5 0 . 2 0 0 . 6 5 3 8 
A N I M A T * I N F O 1 0 . 5 0 8 1 9 0 8 6 0 . 5 4 0 . 4 6 2 0 
I N V O L V E * A N I M A T * I N F O 1 0 . 5 8 7 5 1 6 1 4 0 . 6 3 0 . 4 2 9 0 
S o u r c e D F T y p e 工工1 S S F V a l u e P r > F 
I N V O L V E 1 1 . 6 9 2 7 7 8 7 3 1 . 8 1 0 . 1 7 9 9 
A N I M A T 1 8 2 . 9 9 9 4 0 8 7 9 8 8 . 6 3 0 . 0 0 0 1 
I N F O 1 0 . 2 0 5 0 7 5 1 5 0 . 2 2 0 . 6 4 0 2 
I N V O L V E * A N I M A T 1 1 7 . 2 7 6 6 5 9 4 1 1 8 . 4 5 0 . 0 0 0 1 
I N V O L V E * I N F O 1 0". 1 4 4 3 9 0 7 8 0 . 1 5 0 .6949 
A N I M A T * I N F O 1 0 . 4 1 0 0 4 4 1 8 0 . 4 4 0 . 5 0 8 7 
I N V O L V E * A N I M A T * I N F O 1 0 . 5 8 7 5 1 6 1 4 0 . 6 3 0 . 4 2 9 0 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
D e p e n d e n t V a r i a b l e : I N F O M A T 
S o u r c e D F S u m of S q u a r e s F V a l u e P r > F 
M o d e l 7 1 5 9 . 6 3 4 6 8 2 2 8 2 7 . 3 1 0 . 0 0 0 1 
E r r o r 277 2 3 1 . 3 3 3 7 3 8 7 7 
C o r r e c t e d T o t a l 284 3 9 0 . 9 6 8 4 2 1 0 5 
R - S q u a r e C . V . I N F O M A T M e a n 
0 . 4 0 8 3 0 6 3 0 . 5 6 9 2 6 2 . 9 8 9 4 7 3 6 8 
4 6 
S o u r c e D F T y p e I S S F V a l u e P r > F 
I N V O L V E 1 1 . 9 1 9 5 2 4 2 1 2 . 3 0 0 . 1 3 0 6 
A N I M A T 1 0 . 0 1 5 9 7 1 0 2 0 . 0 2 0 . 8 9 0 1 
I N F O 1 1 5 5 . 8 2 1 1 9 1 1 0 1 8 6 . 5 8 0 . 0 0 0 1 
I N V O L V E * A N I M A T 1 0 . 1 2 5 1 6 5 6 0 0 . 1 5 0 . 6 9 9 0 
I N V O L V E * I N F O 1 0 . 3 0 4 1 3 8 9 2 0 . 3 6 0 . 5 4 6 7 
A N I M A T * I N F O 1 1 . 4 4 1 5 6 0 3 7 1 . 7 3 0 . 1 9 0 0 
I N V O L i V E * A N I M A T * I N F O 1 0 . 0 0 7 1 3 1 0 6 0 . 0 1 0 . 9 2 6 4 
S o u r c e D F T y p e I I I S S F V a l u e P r > F 
I N V O L V E 1 1 . 6 3 9 9 2 0 3 1 1 . 9 6 0 . 1 6 2 2 
A N I M A T 1 0 . 0 5 9 7 2 0 7 3 0 . 0 7 0 . 7 8 9 3 
I N F O 1 1 5 3 . 4 6 2 9 3 3 7 1 1 8 3 . 7 6 0 . 0 0 0 1 
I N V O L V E * A N I M A T 1 0 . 1 2 3 2 1 4 9 2 0 . 1 5 0 . 7 0 1 2 
I N V O L V E * I N F O 1 0 . 3 6 5 3 1 1 8 9 0 . 4 4 0 . 5 0 8 9 
A N I M A T * I N F O 1 1 . 4 1 1 4 0 5 7 4 1 . 6 9 0 . 1 9 4 7 
I N V O L V E * A N I M A T * I N F O 1 0 . 0 0 7 1 3 1 0 6 0 . 0 1 0 . 9 2 6 4 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
D e p e n d e n t V a r i a b l e： A T _ A D 
S o u r c e D F S u m of S q u a r e s F V a l u e P r > F 
M o d e l 7 1 2 . 9 1 1 9 8 8 7 5 1 . 5 6 0 . 1 4 7 3 
E r r o r 277 3 2 7 . 5 3 0 1 1 6 5 1 
C o r r e c t e d T o t a l 284 3 4 0 . 4 4 2 1 0 5 2 6 
R - S q u a r e C . V . A T — A D M e a n 
0 . 0 3 7 9 2 7 3 7 . 4 2 8 3 1 2 . 9 0 5 2 6 3 1 6 
S o u r c e D F T y p e 工 SS F V a l u e P r > F 
I N V O L V E 1 3 . 5 2 6 0 3 4 9 0 2 . 9 8 0 . 0 8 5 3 
A N I M A T 1 6 . 4 2 0 2 8 2 6 5 5 . 4 3 0 . 0 2 0 5 
I N F O 1 2 . 1 4 2 4 8 3 3 3 1 . 8 1 0 . 1 7 9 4 
I N V O L V E * A N I M A T 1 0 . 2 3 0 5 0 6 6 7 0 . 1 9 0 . 6 5 9 2 
I N V O L V E * I N F O 1 0 . 3 0 1 6 4 7 4 2 0 . 2 6 0 . 6 1 3 9 
A N I M A T * I N F O 1 0 . 0 3 8 4 2 7 8 2 0.03 0 . 8 5 7 1 
INV〇LVE*ANIMAT*INF〇 1 0 . 2 5 2 6 0 5 9 6 0 . 2 1 0 . 6443 
S o u r c e D F T y p e 1工工 SS F V a l u e P r > F 
I N V O L V E 1 3 . 1 8 7 1 0 2 3 8 2 . 7 0 0 . 1 0 1 8 
A N I M A T 1 6 . 8 0 2 4 4 1 8 4 5 . 7 5 0 . 0 1 7 1 
I N F O 1 1 . 9 6 6 2 7 8 9 8 1 . 6 6 0 . 1 9 8 3 
I N V O L V E * A N I M A T 1 0 . 2 1 1 3 8 9 4 1 0.18 0 . 6 7 2 8 
I N V O L V E * I N F O 1 0 . 3 0 8 6 5 6 9 3 0 . 2 6 0 . 6 0 9 8 
A N I M A T * I N F O 1 0 . 0 5 8 0 0 7 7 3 0 . 0 5 0 . 8 2 4 9 
I N V O L V E * A N I M A T * I N F O 1 0 . 2 5 2 6 0 5 9 6 0 . 2 1 0 .6443 
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G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
D e p e n d e n t V a r i a b l e : P Q U A L I T Y 
S o u r c e D F S u m o f S q u a r e s F V a l u e P r > F 
M o d e l 7 2 0 . 1 5 2 3 0 8 1 4 2 . 5 5 0 . 0 1 4 7 
E r r o r 2 7 7 3 1 2 . 6 7 5 7 6 2 0 4 
C o r r e c t e d T o t a l 284 3 3 2 . 8 2 8 0 7 0 1 8 
R - S q u a r e C . V . P Q U A L I T Y M e a n 
0 . 0 6 0 5 4 9 3 2 . 1 1 0 0 1 3 . 3 0 8 7 7 1 9 3 
S o u r c e D F T y p e 工 SS F V a l u e P r > F 
I N V O L V E 1 9 . 6 9 8 0 7 6 1 4 8 . 5 9 0 . 0 0 3 7 
A N I M A T 1 0 . 8 1 1 2 5 6 7 7 0 . 7 2 0 . 3 9 7 3 
I N F O 1 0 . 0 0 0 0 2 9 9 0 0 . 0 0 0 . 9 9 5 9 
I N V O L V E * A N I M A T 1 1 . 2 5 6 8 5 3 4 7 1 . 1 1 0 . 2 9 2 3 
I N V O L V E * I N F O 1 0 . 1 0 0 1 3 6 0 3 0 . 0 9 0 . 7 6 6 0 
A N I M A T * I N F O 1 0 . 4 3 6 5 8 6 1 5 0 . 3 9 0 . 5 3 4 5 
I N V O L V E * A N I M A T * I N F O 1 7 . 8 4 9 3 6 9 6 8 6 . 9 5 0 . 0 0 8 8 
S o u r c e D F T y p e 工1工 S S F V a l u e P r > F 
I N V O L V E 1 8 . 9 8 1 4 8 0 4 3 7 . 9 6 0 . 0 0 5 1 
A N I M A T 1 0 . 5 8 8 0 0 2 8 1 0 . 5 2 0 . 4 7 1 1 
I N F O 1 0 . 0 0 7 4 0 8 6 4 0 . 0 1 0 . 9 3 5 5 
I N V O L V E * A N I M A T 1 1 . 3 8 6 8 8 8 7 6 1 . 2 3 0 . 2 6 8 6 
I N V O L V E * I N F O 1 0 . 1 3 9 8 5 7 3 9 0 . 1 2 0 . 7 2 5 1 
A N I M A T * I N F O 1 0 . 8 3 2 4 0 3 2 5 0 . 7 4 0 . 3 9 1 2 
I N V O L V E * A N I M A T * I N F O 1 7 . 8 4 9 3 6 9 6 8 6 . 9 5 0 . 0 0 8 8 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
D e p e n d e n t V a r i a b l e : P P R I C E 
S o u r c e D F S u m of S q u a r e s F V a l u e P r > F 
M o d e l 7 9 . 1 4 2 8 9 0 8 5 1 . 2 9 0 . 2 5 7 2 
E r r o r 277 2 8 1 . 3 6 9 3 8 9 8 5 
C o r r e c t e d T o t a l 284 2 9 0 . 5 1 2 2 8 0 7 0 
R - S q u a r e C . V . P P R I C E M e a n 
0 . 0 3 1 4 7 2 3 1 . 6 6 9 1 3 3 . 1 8 2 4 5 6 1 4 
4 8 
S o u r c e D F T y p e I S S F V a l u e P r > F 
I N V O L V E 1 0 . 0 0 4 0 8 1 5 4 0 . 0 0 0 . 9 4 9 5 
A N I M A T 1 6 . 8 3 1 5 0 6 9 7 6 . 7 3 0 . 0 1 0 0 
I N F O 1 0 . 0 4 5 9 3 8 3 0 0 . 0 5 0 . 8 3 1 7 
I N V O L V E * A N I M A T 1 0 . 3 8 9 5 4 8 4 7 0 . 3 8 0 . 5 3 6 2 
I N V O L V E * I N F O 1 0 . 0 7 9 0 9 0 3 4 0 . 0 8 0 . 7 8 0 4 
A N I M A T * I N F O 1 0 . 7 0 3 4 6 6 2 4 0 . 6 9 0 . 4 0 6 0 
I N V O L V E * A N I M A T * I N F O 1 1 . 0 8 9 2 5 9 0 0 1 . 0 7 0 . 3 0 1 3 
S o u r c e D F T y p e 工工工 SS F V a l u e P r > F 
I N V O L V E 1 0 . 0 3 9 8 8 4 1 1 0 . 0 4 0 . 8 4 3 1 
A N I M A T 1 6 . 6 5 3 4 7 2 2 6 6 . 5 5 0 . 0 1 1 0 
I N F O 1 0 . 0 3 7 1 0 8 8 4 0 . 0 4 0 . 8 4 8 6 
I N V O L V E * A N I M A T 1 0 . 3 6 6 9 2 5 3 6 0 . 3 6 0 . 5 4 8 3 
I N V O L V E * I N F O 1 0 . 0 8 0 9 1 9 1 1 0 . 0 8 0 . 7 7 8 0 
A N I M A T * I N F O 1 0 . 8 6 4 9 2 4 5 3 0 . 8 5 0 . 3 5 6 9 
I N V O L V E * A N I M A T * I N F O 1 1 . 0 8 9 2 5 9 0 0 1 . 0 7 0 . 3 0 1 3 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
D e p e n d e n t V a r i a b l e： P I M A G E 
S o u r c e D F S u m of S q u a r e s F V a l u e P r > F 
M o d e l 7 3 6 . 1 2 2 4 7 2 3 2 4 . 4 8 0 . 0 0 0 1 
E r r o r 277 3 1 8 . 8 1 0 8 6 1 0 1 
C o r r e c t e d T o t a l 284 3 5 4 . 9 3 3 3 3 3 3 3 
R - S q u a r e C . V . P I M A G E M e a n 
0 . 1 0 1 7 7 3 3 4 . 2 3 8 9 2 3 . 1 3 3 3 3 3 3 3 
S o u r c e D F T y p e 工 SS F V a l u e P r > F 
I N V O L V E 1 2 . 8 5 5 6 6 4 8 8 2 . 4 8 0 . 1 1 6 4 
A N I M A T 1 0 . 0 7 6 7 4 2 0 3 0 . 0 7 0 . 7 9 6 4 
I N F O 1 1 1 . 7 3 8 4 8 9 0 7 1 0 . 2 0 0 . 0 0 1 6 
I N V O L V E * A N I M A T 1 0 . 0 7 4 6 9 4 6 1 0 . 0 6 0 . 7 9 9 1 
I N V O L V E * I N F O 1 1 . 1 0 0 5 1 0 3 1 0 . 9 6 0 . 3 2 9 0 
A N I M A T * I N F O 1 0 . 1 3 9 8 7 9 7 6 0 . 1 2 0 . 7 2 7 6 
INV〇LVE*ANIMAT*INF〇 1 2 0 . 1 3 6 4 9 1 6 7 1 7 . 5 0 0 . 0 0 0 1 
S o u r c e D F T y p e 工工工 SS F V a l u e P r > F 
I N V O L V E 1 3 . 4 3 9 8 3 6 3 7 2 . 9 9 0 . 0850 
A N I M A T 1 0 . 0 2 5 9 2 2 0 4 0.02 0 . 8 8 0 8 
I N F O 1 1 0 . 9 1 9 6 7 9 4 3 9 . 4 9 0 . 0023 
I N V O L V E * A N I M A T 1 0 . 1 3 2 3 0 5 5 3 0 . 1 1 0 . 7 3 4 8 
I N V O L V E * I N F O 1 1 . 4 4 3 3 5 6 8 1 1 . 2 5 0 . 2 6 3 7 
A N I M A T * I N F O 1 0 . 0 0 1 2 1 9 0 2 0.00 0 . 9 7 4 1 
I N V O L V E * A N I M A T * I N F O 1 2 0 . 1 3 6 4 9 1 6 7 17 .50 0 . 0 0 0 1 
4 9 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
D e p e n d e n t V a r i a b l e : PQUALITY 
S o u r c e D F S u m o f S q u a r e s F V a l u e P r > F 
M o d e l 7 1 0 . 4 2 8 4 6 8 7 5 1 . 3 5 0 . 2 2 6 1 
E r r o r 2 7 7 3 0 5 . 3 3 9 9 5 2 3 0 
C o r r e c t e d T o t a l 284 3 1 5 . 7 6 8 4 2 1 0 5 
R - S q u a r e C . V . A T _ B R A N D M e a n 
0 . 0 3 3 0 2 6 3 2 . 9 1 7 9 6 3 . 1 8 9 4 7 3 6 8 
S o u r c e D F T y p e 工 SS F V a l u e P r > F 
I N V O L V E 1 4 . 8 1 6 7 2 1 5 9 4 . 3 7 0 . 0 3 7 5 
A N I M A T 1 0 . 0 4 6 7 9 0 8 2 0 . 0 4 0 . 8 3 6 9 
I N F O 1 2 . 3 3 2 2 9 0 8 5 2 . 1 2 0 . 1 4 6 9 
I N V O L V E * A N I M A T 1 0 . 6 3 3 7 1 6 6 1 0 . 5 7 0 . 4 4 9 0 
I N V O L V E * I N F O 1 0 . 2 1 8 4 1 0 9 9 0 . 2 0 0 . 6 5 6 6 
A N I M A T * I N F O 1 1 . 5 9 0 7 0 8 5 8 1 . 4 4 0 . 2 3 0 7 
I N V O L V E * A N I M A T * I N F O 1 0 . 7 8 9 8 2 9 3 1 0 . 7 2 0 . 3 9 8 0 
S o u r c e D F T y p e 工工1 SS F V a l u e P r > F 
I N V O L V E 1 5 . 0 1 2 8 2 1 7 9 4 . 5 5 0 . 0 3 3 8 
A N I M A T 1 0 . 0 6 2 0 4 1 7 6 0 . 0 6 0 . 8 1 2 6 
INF〇 1 2 . 0 1 2 8 2 8 5 3 1 . 8 3 0 . 1 7 7 7 
I N V O L V E * A N I M A T 1 0 . 6 3 9 7 0 0 2 0 0 . 5 8 0 . 4 4 6 8 
I N V O L V E * I N F O 1 0 . 1 4 8 7 8 6 2 0 0 . 1 3 0 . 7 1 3 6 
A N I M A T * I N F O 1 1 . 3 8 1 4 3 4 4 2 1 . 2 5 0 . 2 6 3 9 
I N V〇 L V E * A N I M A T * I N F〇 1 0 . 7 8 9 8 2 9 3 1 0 . 7 2 0 . 3 9 8 0 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
D e p e n d e n t V a r i a b l e： I N T B U Y W 
S o u r c e D F S u m of S q u a r e s F V a l u e P r > F 
M o d e l 7 1 4 4 . 0 4 9 6 3 9 8 8 2 7 . 1 7 0 .0001 
E r r o r 277 2 0 9 . 7 6 0 8 8 6 4 3 
C o r r e c t e d T o t a l 284 3 5 3 . 8 1 0 5 2 6 3 2 
R - S q u a r e C . V . I N T B U Y W M e a n 
0 .407138 3 0 . 5 0 5 4 0 2 . 8 5 2 6 3 1 5 8 
5 0 
S o u r c e D F T y p e I SS F V a l u e P r > F 
I N V O L V E 1 7 3 . 3 9 5 3 5 0 4 1 9 6 . 9 2 0 . 0 0 0 1 
A N I M A T 1 1 8 . 0 0 9 2 5 6 8 7 2 3 . 7 8 0 . 0 0 0 1 
I N F O 1 0 . 2 3 1 9 4 7 3 1 0 . 3 1 0 . 5 8 0 4 
I N V O L V E * A N I M A T 1 2 5 . 1 4 9 3 5 2 0 0 3 3 . 2 1 0 . 0 0 0 1 
I N V O L V E * I N F O 1 1 4 . 2 8 7 6 2 0 7 6 1 8 . 8 7 0 . 0 0 0 1 
A N I M A T * I N F O 1 0 . 9 0 8 5 5 8 2 6 1 . 2 0 0 . 2 7 4 3 
I N V O L V E * A N I M A T * I N F O 1 1 2 . 0 6 7 5 5 4 2 6 1 5 . 9 4 0 . 0 0 0 1 
S o u r c e D F T y p e 工1工 S S F V a l u e P r > F 
I N V O L V E 1 6 9 . 9 3 2 3 9 0 2 4 9 2 . 3 5 0 . 0 0 0 1 
A N I M A T 1 1 3 . 4 4 1 5 7 4 0 7 1 7 . 7 5 0 . 0 0 0 1 
INF〇 1 0 . 0 2 1 7 9 3 5 9 0 . 0 3 0 . 8 6 5 4 
I N V O L V E * A N I M A T 1 2 3 . 9 2 9 4 9 5 7 8 3 1 . 6 0 0 . 0 0 0 1 
INV〇LVE*INF〇 1 1 5 . 3 8 1 9 3 9 4 9 2 0 . 3 1 0 . 0 0 0 1 
A N I M A T * I N F O 1 0 . 4 0 1 8 0 7 9 5 0 . 5 3 0 . 4 6 7 0 
I N V O L V E * A N I M A T * I N F O 1 1 2 . 0 6 7 5 5 4 2 6 1 5 . 9 4 0 . 0 0 0 1 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
D e p e n d e n t V a r i a b l e： I N T B U Y M 
S o u r c e D F S u m of S q u a r e s F V a l u e P r > F 
M o d e l 7 4 5 . 1 0 1 3 7 8 9 8 5 . 6 9 0 . 0 0 0 1 
E r r o r 277 3 1 3 . 8 1 0 9 0 1 7 2 
C o r r e c t e d T o t a l 284 3 5 8 . 9 1 2 2 8 0 7 0 
R - S q u a r e C . V . I N T B U Y M M e a n 
0 . 1 2 5 6 6 1 3 5 . 2 7 2 8 5 3 . 0 1 7 5 4 3 8 6 
S o u r c e D F T y p e I SS F V a l u e P r > F 
I N V O L V E 1 0 . 2 5 7 3 9 1 0 2 0.23 0 . 6 3 4 0 
A N I M A T 1 5 . 7 5 8 7 4 4 2 8 5 . 0 8 0 . 0 2 4 9 
INF〇 1 2 . 0 1 6 0 4 9 3 9 1.78 0 . 1 8 3 3 
I N V O L V E * A N I M A T 1 2 . 0 3 6 8 7 2 1 3 1.80 0 . 1 8 1 1 
I N V O L V E * I N F O 1 3 1 . 3 0 4 5 5 5 8 1 2 7 . 6 3 0 . 0 0 0 1 
A N I M A T * I N F O 1 2 . 0 9 9 4 9 3 7 8 1.85 0 . 1 7 4 5 
I N V O L V E * A N I M A T * I N F O 1 1 . 6 2 8 2 7 2 5 9 1.44 0 . 2 3 1 6 
S o u r c e DF T y p e I I I SS F V a l u e Pr > F 
I N V O L V E 1 0 . 1 9 9 9 0 9 2 9 0.18 0 . 6748 
A N I M A T 1 5 . 4 7 1 6 5 1 5 1 4 . 8 3 0 . 0288 
I N F O 1 0 . 6 8 7 1 5 5 7 2 0 . 6 1 0 . 4 3 6 8 
I N V O L V E * A N I M A T 1 2 . 3 2 0 4 7 6 8 6 2 . 0 5 0 . 1 5 3 5 
I N V O L V E * I N F O 1 3 0 . 1 0 1 4 1 1 0 6 2 6 . 5 7 0 . 0 0 0 1 
A N I M A T * I N F O 1 1 . 7 6 1 2 9 4 8 2 1.55 0 .2135 
I N V O L V E * A N I M A T * I N F O 1 1 . 6 2 8 2 7 2 5 9 1.44 0 . 2 3 1 6 
5 1 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : A T T E N T 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e I c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 0 6 5 5 6 
C r i t i c a l V a l u e o f T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 6 4 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 1 . 2 2 1 1 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N V O L V E 
A 2 . 9 3 5 9 1 5 6 1 
A 
A 2 . 9 2 2 5 1 2 9 0 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : E N T E R T 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 0 . 9 3 6 5 2 1 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 2 6 7 
W A R M I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 1 . 2 2 1 1 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N V O L V E 
A 3 . 0 3 1 0 1 2 9 0 
A 
A 2 . 9 3 5 9 156 1 
5 2 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : I N F O M A T 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 0 . 8 3 5 1 4 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 1 4 1 
W A R N I N G： C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 1 . 2 2 1 1 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N V O L V E 
A 3 . 0 6 4 1 156 1 
A 
A 2 . 8 9 9 2 1 2 9 0 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： A T _ A D 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0.05 d f = 2 7 7 M S E = 1 . 1 8 2 4 1 9 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 5 4 7 
W A R N I N G： C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 1 . 2 2 1 1 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N V O L V E 
A 3 . 0 0 6 4 156 1 
A 
A 2 . 7 8 2 9 129 0 
5 3 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： P Q U A L I T Y 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 2 8 7 9 3 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 8 9 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 1 . 2 2 1 1 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N V O L V E 
A 3 . 5 1 1 6 1 2 9 0 
B 3 . 1 4 1 0 1 5 6 1 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： P P R I C E 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 0 1 5 7 7 4 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 3 6 1 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 1 . 2 2 1 1 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N V O L V E 
A 3 . 1 8 5 9 156 1 
A 
A 3 . 1 7 8 3 1 2 9 0 
5 4 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : P I M A G E 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e I c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 5 0 9 4 2 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 5 1 3 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 1 . 2 2 1 1 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N V O L V E 
A 3 . 2 2 4 4 1 5 6 1 
A 
A 3 . 0 2 3 3 1 2 9 0 
V 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : A T _ B R A N D 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e I c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 0 2 3 1 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 6 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 1 . 2 2 1 1 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N V O L V E 
A 3 . 3 0 7 7 156 1 
B 3 . 0 4 6 5 1 2 9 0 
5 5 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： I N T B U Y W 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 0 . 7 5 7 2 6 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 0 3 9 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 1 . 2 2 1 1 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N V O L V E 
A 3 . 3 1 4 1 156 1 
B 2 . 2 9 4 6 1 2 9 0 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : I N T B U Y M 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 277 M S E = 1 . 1 3 2 8 9 1 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 9 3 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 1 . 2 2 1 1 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N V O L V E 
A 3 . 0 4 4 9 156 1 
A 
A 2 . 9 8 4 5 1 2 9 0 
5 6 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： A T T E N T 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 0 6 5 5 6 
C r i t i c a l V a l u e o f T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 5 5 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n o f c e l l s i z e s = 1 4 2 . 2 8 7 7 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N A N I M A T 
A 3 . 3 5 1 4 1 4 8 1 
B 2 . 4 7 4 5 1 3 7 0 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： E N T E R T 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 0 . 9 3 6 5 2 1 
C r i t i c a l V a l u e o f T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 2 5 9 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n o f c e l l s i z e s = 1 4 2 . 2 8 7 7 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g r d f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N A N I M A T 
A 3 . 5 2 0 3 1 4 8 1 
B 2 .3942 1 3 7 0 
5 7 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： I N F O M A T 
N O T E : T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 0 . 8 3 5 1 4 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 1 3 3 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 2 8 7 7 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N A N I M A T 
A 3 . 0 0 0 0 1 4 8 1 
A 
A 2 . 9 7 8 1 1 3 7 0 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： A T _ A D 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0.05 d f = 2 7 7 M S E = 1 . 1 8 2 4 1 9 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 .2538 
W A R N I N G： C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 2 8 7 7 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N A N I M A T 
A 3 . 0 5 4 1 148 1 
B 2 . 7 4 4 5 137 0 
5 8 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : P Q U A L I T Y 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 2 8 7 9 3 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 8 
W A R N I N G： C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 2 8 7 7 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N A N I M A T 
A 3 . 3 7 2 3 1 3 7 0 
A 
A 3 . 2 5 0 0 148 1 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : P P R I C E 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e I c o m p a r i s o n v d _ s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 0 1 5 7 7 4 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 3 5 2 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 2 8 7 7 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N A N I M A T 
A 3 . 3 4 3 1 137 0 
B 3 . 0 3 3 8 148 1 
5 9 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： P I M A G E 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 5 0 9 4 2 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 5 0 4 
W A R N I N G： C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 2 8 7 7 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N A N I M A T 
A 3 . 1 4 6 0 137 0 
A 
A 3 . 1 2 1 6 148 1 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : A T _ B R A N D 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 0 2 3 1 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 5 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 2 8 7 7 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N A N I M A T 
A 3 . 1 9 7 1 137 0 
A 
A 3 . 1 8 2 4 148 1 
6 0 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： I N T B U Y W 
N O T E : T h i s t e s t c o n t r o l s t h e t y p e I c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 0 . 7 5 7 2 6 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 0 3 1 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 2 8 7 7 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N A N I M A T 
A 3 . 1 1 4 9 1 4 8 1 
B 2 . 5 6 9 3 137 0 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : I N T B U Y M 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 3 2 8 9 1 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 8 4 
W A R N I N G： C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 2 8 7 7 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N A N I M A T 
A 3 . 1 5 5 4 148 1 
B 2 . 8 6 8 6 137 0 
61 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： A T T E N T 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 0 6 5 5 6 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 5 3 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 4 8 4 2 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N F O 
A 3 . 0 9 7 2 144 0 
B 2 . 7 5 8 9 1 4 1 1 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : E N T E R T 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e I c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 0 . 9 3 6 5 2 1 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 2 5 7 
W A R N I N G： C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 4 8 4 2 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N F O 
A 3 . 0 2 1 3 1 4 1 1 
A 
A 2 . 9 3 7 5 144 0 
6 2 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： I N F O M A T 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e I c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 0 . 8 3 5 1 4 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 1 3 1 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 4 8 4 2 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N F O 
A 3 . 7 3 7 6 1 4 1 1 
B 2 . 2 5 6 9 144 0 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : A T _ A D 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e I c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 8 2 4 1 9 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 5 3 6 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 4 8 4 2 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N F O 
A 2 . 9 8 6 1 144 0 
A 
A 2 . 8 2 2 7 1 4 1 1 
6 3 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : P Q U A L I T Y 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 2 8 7 9 3 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 7 8 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 4 8 4 2 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N F O 
A 3 . 3 1 2 5 144 0 
A 
A 3 . 3 0 5 0 1 4 1 1 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： P P R I C E 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 0 1 5 7 7 4 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 3 5 1 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 4 8 4 2 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N INF〇 
A 3 . 1 9 1 5 1 4 1 1 
A 
A 3 . 1 7 3 6 144 0 
6 4 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： P I M A G E 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 5 0 9 4 2 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 5 0 2 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 4 8 4 2 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N F O 
A 3 . 3 3 3 3 144 0 
B 2 . 9 2 9 1 1 4 1 1 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e : A T _ B R A N D 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 0 2 3 1 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 4 9 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 4 8 4 2 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N F O 
A 3 . 2 7 7 8 144 0 
A 
A 3 . 0 9 9 3 1 4 1 1 
6 5 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： I N T B U Y W 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e I c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 0 . 7 5 7 2 6 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 0 3 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 4 8 4 2 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N INF〇 
A 2 . 8 9 3 6 1 4 1 1 
A 
A 2 . 8 1 2 5 144 0 
G e n e r a l L i n e a r M o d e l s P r o c e d u r e 
T t e s t s (LSD) f o r v a r i a b l e： I N T B U Y M 
N O T E： T h i s t e s t c o n t r o l s t h e t y p e 工 c o m p a r i s o n w i s e e r r o r r a t e 
n o t t h e e x p e r i m e n t w i s e e r r o r r a t e . 
A l p h a = 0 . 0 5 d f = 2 7 7 M S E = 1 . 1 3 2 8 9 1 
C r i t i c a l V a l u e of T = 1 . 9 7 
L e a s t S i g n i f i c a n t D i f f e r e n c e = 0 . 2 4 8 2 
W A R N I N G : C e l l s i z e s a r e n o t e q u a l . 
H a r m o n i c M e a n of c e l l s i z e s = 1 4 2 . 4 8 4 2 
M e a n s w i t h t h e s a m e l e t t e r a r e n o t s i g n i f i c a n t l y d i f f e r e n t . 
T G r o u p i n g M e a n N I N F O 
A 3 . 1 0 6 4 1 4 1 1 
A 
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